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Abstract 
The advertising operation view is divided into five phases:power of product
（1979-1983）,power of culture（1984-1993）,power of media（1994-1997）,power 
of marketing（1998-2003） and power of brand（2004-2008）.After questionnaire 
survey and deep interview of several sophisticated admen，this paper selects 15 classic 
cases and events to process case study,which could dedicate for the past 30 years of 
advertising communication.This paper aims at exploring fluctuation of consumption 
view and operation view in every stage,and seeking out root cause of outlook of 
times,which rhythmizes the operation view and consumption view.Restricted views of 
changes of Chinese social values could be derived at last. 
Based on the analysis,some conclusions are obtained as follows: 
First,as far as content is concerned,this paper starts with operation view,which 
provides a brandnew perspective for the classification of past 30 years of advertising 
communication. Previous research habitually began with outlook of times,namely 
classification according to political and ecnomic develpoment,to study changes of 
operation view in spite of consumption view.This paper integrates outlook of times, 
operation view and consumption view into oneness to discuss mechanism of 
interactions between the above-mentioned three alternatives,which may be more 
comprehensive and scientific. 
Secondly,in terms of research methods,previous studies focused on content 
analysis,which is constantly adopted in cross-period researches.However, content 
analysis could only display the fluctuation of media level in spite of the fluctuation of 
consumer’s view and in spite of the interaction between other two levels.This paper 
adopts case study that could comparative clearly describe the footprint of past 30 
years of advertising communication influencing social values. 
Finally,regarding to conclusions, outlook of times,the advertising operation view 
and consumption view are directly influenced by the degree of national econimic 
opening and the degree of productivity robustness,which are the root cause of changes 















gradually got rid of impetuosity and caught up with international advanced level.The 
only unchanged law of market is that it is always changing. The influence of 
advertising communication in the past 30 years of reform and opening went through 
the trajectory of “weak-stronger-strongest-weakest-moderate”，which tells us to take a 
correct attitude towards functions of advertising.Quality of product is the cornerstone 
of success to advertising.Under this premise,only when advertising communicators 
have an insight into specific demands of consumers in the specific age and take proper 
way of communication could they be possibly successful at last. 
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